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Study Overview

— Fourth annual E SOURCE Green Energy Marketing and Green
Pricing Benchmark Survey, fielded in March 2005, of green energy
program managers at utilities in the U.S. and Canada.

— Convenience sample: 70 utilities were e-mailed an invitation to take
the survey; 31 provided data.

— Data collected focuses on gathering specific cost numbers for
distinct marketing campaigns. Other information gathered:

- Awareness levels

- Sales to residential vs. commercial customers
- Marketing channels used

- Number full time employees

- Profile of utilities
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Green Pricing Program Annual Budget per
Residential Customer Served

Il Average amount —— Median amount

residential customer served
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How Green Energy Program Success Is

Defined

Improved customer satisfaction

Number of residential customers participating

Number of nonresidential customers participating
Amount of renewable kilowatt-hours sold at a premium
Improved relations with environmental groups
Improved relations with regulators

Program profitability

Increased knowledge/experience with renewable
generation technology

Amount of renewable capacity installed

0 5 10 15 20 25
Number of utilities ranking each item as the "top 3" most important
metrics for evaluating the success of a program
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Residential Customers’ Awareness of

Green Energy Product

2002 2003 2004
Median percentage  Median percentage  Median percentage
of residential of residential of residential
customers aware customers aware customers aware

Measured 25% 47%

awareness
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Channel Battle
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Follow the Leaders

Green Energy Sales Residential
Customers

All Others
30%

All Others
37%
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70%

Residential Market
Penetration
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63%
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Marketing Works
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Median percentage of green power premium
spent on marketing and program administration
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Be a Data Hound!
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Budgeting spreadsheet
(sample slice)

Quarterly Costs - Y1Q2 Y1Q3 Y1Q4
s gsom s s |5
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Direct Mail: Percentage of Total Households
Contacted per Campaign
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Less than 3% 3% up to 5% 5% or more
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Cost Impacts of Improving Response

Rates
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Source: Sacramento Municipal Utility District [2]
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Contact for More Information

Adam Capage

Director, Renewables and Emissions
720-548-5404

adam_capage@platts.com
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